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Abstract	
COVID‐19	 has	brought	 a	 significant	 impact	 on	 the	hotel	 industry.	This	 paper	mainly	
analyses	the	change	and	impact	of	the	epidemic	on	the	hotel	industry's	work	culture	in	
China.	This	paper	studies	the	specific	practices	of	the	impact	of	the	epidemic	of	COVID‐
19	on	the	work	culture	 in	the	hotel	 industry	from	December	2019	to	today.	It	further	
considers	how	employees'	working	life	in	the	hotel	industry	is	changed	by	changing	their	
work	practices.	
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1. Introduction		

The	outbreak	of	COVID‐19	in	2020	has	caused	a	massive	blow	to	many	industries	in	China,	and	
the	hotel	industry	is	the	first	to	bear	the	brunt	(Hao	Fet	al.,	2020).	The	dense	internal	flow	of	
people,	a	large	number	of	public	facilities	and	close	social	distance	may	lead	to	the	spread	of	
the	epidemic,	so	the	hotel	 industry's	development	 is	 forced	to	stagnate	during	the	epidemic	
period	(Lai	et	al.,	2020).	However,	with	the	concerted	efforts	in	the	anti‐epidemic	work	in	China,	
the	COVID‐19	has	been	controlled,	and	the	hotel	industry	can	continue	to	operate,	while	the	
impact	of	the	epidemic	is	still	lingering(Jiang	Y	&	Wen	J,	2020).	For	example,	the	epidemic	has	
changed	 some	 of	 the	working	 cultures	 in	 the	 hotel	 industry.	Work	 culture	 is	 a	medium	 to	
achieve	 common	 goals	 and	 expectations	 by	 coordinating	 different	 employees'	 activities	
(Gutman,1973).	 It	helps	employees	understand	how	to	make	 their	roles	consistent	with	 the	
overall	goals	of	the	enterprise	from	a	macro	perspective	(Upadhya	&Vasavi,	2006).	Significant	
changes	have	taken	place	in	the	work	culture	of	hotel	employees	because	of	COVID‐19.	
This	paper	 analyses	 the	 changes	brought	by	COVID‐19	 to	 the	work	 culture	of	 China's	 hotel	
industry.	 Aiming	 this	 target,	 this	 paper	 studies	 the	 specific	 practices	 of	 the	 impact	 of	 the	
epidemic	of	COVID‐19	on	employees'	work	culture	in	the	hotel	industry	from	December	2019	
to	today.	It	further	considers	how	the	work‐life	of	employees	in	the	hotel	industry	is	changed	
by	changing	their	work	practices.	

2. Current	Situation	of	Hotel	Industry	during	the	COVID‐19		

The	current	situation	of	hotel	industry	has	three	characteristics.	
Firstly,	 the	 phenomenon	 of	 hotel	 closure	 is	 common.	 The	 COVID‐19	 has	 forced	 the	 hotel	
industry	 to	 stagnate,	 and	 the	 capital	 of	 hotel	 operators	 has	 been	 flowing	 out,	 causing	 the	
rupture	of	the	capital	chain	(Kausha	l&	Srivastava,	2020).	Therefore,	many	hotel	operators	have	
closed	down	in	the	post	epidemic	era.	Also,	some	hotel	operators	know	that	the	development	
of	hotel	industry	will	spend	a		hard	time	after	they	assess	they	cannot	deal	with	or	do	not	want	
to	spend	effort,	they	will	voluntarily	choose	to	close	down	(Donthu	&	Gustafsson,	2020).	Data	
show	that	nearly	30%	of	hotels	in	China	closed	down	for	various	reasons	in	the	post	epidemic	
era	(Hao	Fet	al.,	2020).	
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Secondly,	 the	number	of	 consumers	 in	 the	 industry	has	been	dramatically	 reduced	because	
people	try	to	avoid	going	out	after	the	outbreak	(Ratten,	2020).	On	the	one	hand,	it	is	because	
of	the	requirements	of	epidemic	prevention;	on	the	other	hand,	it	is	because	of	their	fear	of	the	
epidemic	 (Teng	 et	 al.,	 2020).	 Therefore,	many	 people	 are	 afraid	 to	 go	 to	 hotels,	 which	 are	
densely	populated	places,	reducing	customer	flow.	
Thirdly,	the	industry's	development	is	limited	by	the	requirements	of	epidemic	normalisation	
prevention	and	control	(Yu	et	al.,	2020).	As	the	epidemic	situation	has	not	been	eliminated,	the	
hotel	industry	still	needs	to	implement	some	basic	epidemic	prevention	requirements,	such	as	
expanding	 the	distance	between	dining	 tables	 in	 restaurants	and	regular	disinfection	of	 the	
overall	 environment.	 From	 the	 perspective	 of	 the	 hotel	 industry,	 nearly	 half	 of	 its	 internal	
business	resources	can	not	be	used	and	will	be	idle	for	a	long	time	(Kaushik	&	Guleria,	2020).	

3. The	Impact	of	COVID‐19	on	the	Work	Culture	of	Hotel	Employees	

3.1. Serious	Human	Resource	Flow	in	the	Hotel	Industry	
In	the	post	epidemic	era,	the	turnover	rate	of	almost	all	hotels	has	increased	in	China.	Many	
hotels	choose	to	restrain	it	by	increasing	salaries,	which	has	played	a	specific	role,	but	the	effect	
is	not	good	(Gursoy	&	Chi,	2020).	On	the	whole,	the	flow	of	human	resources	is	still	frequent	
and	deteriorating.	There	are	two	reasons	for	this	problem.	One	reason	is	that	the	industry	staff	
are	afraid	of	the	epidemic,	so	even	if	the	hotel	improves	the	salary,	they	are	still	not	willing	to	
return	to	their	original	positions	and	continue	to	work	in	the	post	epidemic	era,	but	choose	to	
change	careers	or	wait	for	jobs.	Another	reason	is	that	the	hotel	industry	has	been	seriously	hit	
by	 the	 epidemic,	 so	 many	 people	 in	 the	 industry	 think	 it	 is	 irrational	 to	 continue	 to	 seek	
development	in	the	industry	(	Foo	et	al.,	2020).	

3.2. The	Work	Culture	of	the	Combination	of	Online	and	Offline	Office	
The	 epidemic	 situation	 directly	 affects	 the	 change	 of	 people's	 working	 style.	 During	 the	
epidemic	period,	the	hotel	industry	built	an	online	office	environment	to	meet	the	needs	of	staff	
and	 the	 hotel	 itself,	 effectively	 reducing	 the	 psychological	 pressure	 of	 hotel	 employees	 and	
alleviating	the	phenomenon	of	human	flow	(Jones	&	Comfort,	2020).	For	example,	during	the	
epidemic	period,	many	hotels,	such	as	hotels	owned	by	Hong	Kong	China	travel	service,	Wanhao	
and	Hilton,	adopted	a	combination	of	online	and	offline	working	methods.	For	hotel	employees	
in	functional	departments	like	human	resources	department,	financial	department,	information	
technology	department,	the	company	requires	the	personnel	working	from	home	during	the	
severe	epidemic	period.	They	achieve	the	task,	meeting	and	discussion	online;	for	the	front‐line	
staff,	many	hotels	use	the	"shift	system"	to	let	the	relevant	staff	work	on	the	spot,	in	turn,	to	
handle	some	special	affairs	(Wu	et	al.,	2020).	This	way	of	working	has	primarily	dispelled	some	
employees'	 fear	 and	made	 some	people	have	 gradually	become	accustomed	 to	 the	working	
mode	of	online	office.	Many	people	support	the	operating	mode	of	a	home	office.	They	hope	the	
company	can	keep	this	model	because	it	realises	people's	desire	to	work	anytime	and	anywhere	
and	not	be	supervised	by	leaders	all	the	time	(Xiong	et	al.,	2020).	

3.3. Changes	in	the	Way	of	Communication	at	Work	
During	the	period	of	the	COVID‐19,	online	work	has	become	a	new	normal,	and	the	vertical	and	
horizontal	communication	efficiency	among	hotel	employees	and	the	communication	efficiency	
between	employees	and	customers,	have	been	greatly	improved	(Tee	et	al.,	2020).	In	the	hotel	
industry,	communication	is	a	management	behaviour	that	accompanies	the	whole	management	
process	 (Huyton,1997).	 Without	 effective	 communication,	 there	 can	 be	 no	 efficient	 hotel	
management	(Nicoli,2017).	In	the	context	of	the	epidemic,	convenient	online	meetings	make	it	
unnecessary	 for	people	 to	 focus	on	one	workplace	 to	communicate.	Social	 software	such	as	
WeChat	 and	 QQ	 and	 office	 software	 such	 as	 nailing	 and	 Tencent	 conference	 enable	 hotel	
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employees	to	share	enterprise	information,	documents	and	tasks	anytime	and	anywhere.	This	
has	broken	the	original	rules	and	regulations	that	personnel	cannot	play	with	mobile	phones	
and	computers	at	work,	reduced	the	distortion	of	information	transmission	between	superiors	
and	 subordinates,	 and	 changed	 the	 original	 face‐to‐face	 traditional	 way	 of	 communication.	
Besides,	the	real‐time	nature	of	communication	tools	and	network	helps	employees	to	obtain	
customers'	 complaints	 and	 opinions	 in	 time,	 and	 solve	 problems	 in	 time,	 which	 improves	
customer	satisfaction	(Wallace	et	al.,	2020).	

3.4. The	Change	of	Hotel	Staff's	Attitude	Towards	the	Introduction	of	
Intellectualization	

Increasing	hotel	practitioners	believe	that	the	enabling	of	big	data,	artificial	 intelligence	and	
Internet	of	things	technology	in	the	hotel	industry	can	significantly	reduce	the	labour	cost	and	
the	contactless	service	to	ensure	the	safety	of	customers	(Shalini	et	al.,	2020).	On	the	contrary,	
before	2020,	a	study	shows	that	hotel	employees	hold	a	neutral	or	even	hostile	attitude	towards	
the	 introduction	 of	 high	 technologies	 such	 as	 hotel	 robot	 replacement	 service	 and	 face	
recognition	 self‐service	 Hotel.	 It	 is	 because	 they	 are	 afraid	 that	 the	 introduction	 of	 high	
technology	means	that	they	may	face	unemployment	(	Foo	et	al.,	2020).	
However,	 hotel	 groups	 such	 as	 ShouLv,	 Rujia,	 and	 Dongcheng	 have	 carried	 out	 intelligent	
transformation	 during	 the	 COIVD‐19	 (Ting,	 2020).	 2020	 is	 the	 first	 year	when	 "contactless	
service"	 in	 the	hotel	 industry	becomes	 the	 core	 selling	point,	 and	 it	 is	 also	 a	year	when	5G	
technology	is	widely	used	in	business	practice.	For	example,	an	unmanned	hotel	under	Alibaba	
has	helped	people	returning	to	China	overseas	to	achieve	contactless	Hotel	isolation	during	the	
hotel	industry's	recession	(	He	G	et	al.,	2020).	Moreover,	the	hotel	is	full	every	day,	increasing	
the	hotel's	profits	and	significantly	improving	its	popularity	instead	of	losing	money	(Dai	et	al.,	
2020).	It	also	makes	more	hotel	people	realise	the	benefits	of	intelligent	high‐tech	to	people's	
lives,	and	an	increasing	number	of	people	support	the	 introduction	of	high‐tech,	as	artificial	
intelligence	can	not	only	give	people	a	convenient	and	beautiful	life	but	also	make	contributions	
in	times	of	national	crisis	(Ting,	2020).	

3.5. Reducing	the	Hotel	People's	Rejection	of	the	Hotel	Industry	Change	
After	a	year	of	fighting	against	the	COVID‐19,	hotel	staff	are	increasingly	aware	of	the	need	to	
change	their	thinking,	pay	attention	to	a	digital,	industrial	operation.	The	change	in	employees'	
thinking	 also	 promotes	 the	 hotel	 industry's	 organisational	 change	 (Dong	 et	 al.,	 2020).	
According	to	the	theory	of	organisational	culture	change,	it	is	difficult	for	any	organisation	to	
change,	especially	for	the	resistance	factors	of	internal	people,	because	the	employees	are	afraid	
of	the	unknown,	worried	about	the	redistribution	of	power	and	resources,	and	the	threat	of	
professional	knowledge	(Mierke	&	Williamson,	2020).	However,	the	epidemic	has	pushed	the	
whole	hotel	 industry	 forward,	and	 the	staff's	work	attitude	and	subconsciousness	have	also	
significantly	 changed.	 For	 example,	 during	 the	 epidemic	 period,	 many	 hotels	 need	 to	
incorporate	digital	business	ideas	into	their	daily	operations.	Compared	with	traditional	offline	
sales,	hotels	 take	online	operation	as	 the	typical	and	critical	management	point	(Teng	et	al.,	
2020).	Whether	from	the	perspective	of	cost	management	or	audience,	the	online	operation	has	
natural	advantages.	Online	operation	not	only	refers	to	the	use	of	the	Internet	for	marketing	
and	distribution	but	also	includes	internal	online	management,	such	as	online	meetings,	online	
training	(Cao	et	al.,	2020).	

3.6. Diversification	of	Work	Management	Concepts	and	Values	
Hotel	values	and	business	philosophy	have	changed,	thus	affecting	the	work	values	and	work	
philosophy	 of	 employees.	 To	 survive	 during	 the	 epidemic	 period,	 many	 hotel	 industries,	
including	 Hotels	 with	 more	 than	 three	 stars,	 are	 no	 longer	 restricted	 to	 only	 selling	 in	
restaurants,	and	the	staff	are	no	longer	restricted	to	only	working	in	hotels	(Dong	et	al.,	2020).	
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During	the	epidemic,	most	hotels	took	online	and	offline	integration	to	sell	products,	such	as	
official	account	or	micro‐blog	promotion(Cao	et	al.,	2020).	Takeout	is	also	a	meaningful	way	to	
sell	 products.	 For	 example,	 hotels	 under	 the	 Hong	 Kong	 China	 Travel	 Service	 Group	 have	
proposed	to	process	their	products	into	semi‐finished	products	and	finished	products	for	sale	
since	March	2020,	which	can	not	only	make	the	form	of	products	more	flexible	but	also	sell	
them	in	rich	forms	(Teng	et	al.,	2020).	
Moreover,	 during	 the	 epidemic	 period,	 some	high	 star	 hotels	 tap	 potential	 consumers	with	
takeout	channels.	This	is	because	the	catering	revenue	accounts	for	40%	or	even	more	of	most	
full‐service	hotels	(Dai	et	al.,	2020).	During	the	epidemic	period,	the	catering	revenue	of	hotels	
has	 a	 more	 significant	 impact,	 especially	 for	 economy	 hotels.	 The	 catering	 revenue	 has	
decreased	by	80%,	and	that	of	five‐star	hotels	is	about	60%	(Dai	et	al.,	2020).	Also,	takeout	is	
an	essential	mode	of	catering.	This	form	can	not	only	increase	a	certain	amount	of	income	but	
also	take	the	opportunity	to	break	consumers'	traditional	perception	of	the	high	price	of	five‐
star	hotels.	 It	 can	also	obtain	 continuous	attention	 to	 lay	a	good	 foundation	 for	 the	 smooth	
development	 of	 taking	 away	 business	 in	 the	 future(	 He	 G	 et	 al.,	 2020).	 As	 a	 result,	 the	
enterprise's	 employees	will	make	 the	 catering	 take	out	 service	 routine	 and	 cultivate	 a	new	
service	concept.	

4. Conclusion	

In	 conclusion,	 the	 impact	 of	 COVID‐19	 on	 the	 hotel	 industry's	 work	 culture	 is	 relatively	
extraordinary	 in	China,	mainly	 from	six	aspects.The	 first	 is	 that	 it	 reduces	hotel	employees'	
expectations	for	the	development	of	the	hotel	industry	in	the	future,	improving	the	turnover	
rate	of	employees.	The	second	is	forming	a	work	culture	of	combining	online	and	offline	office.	
The	third	is	increasing	the	communication	channels	and	ways	among	employees	and	improving	
the	communication	efficiency.	Besides,	hotel	employees	have	a	positive	attitude	towards	the	
change	of	attitude	towards	the	introduction	of	intelligence.	Also,	hotel	employees	have	a	lower	
rejection	of	 the	 change	of	 the	hotel	 industry,	 and	 the	 resistance	 to	organisational	 change	 is	
reduced.	 Finally,	 the	 diversification	 of	 business	 philosophy	 and	 values	 leads	 to	 the	
diversification	of	employee	values	and	service	philosophy.	
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